The study aims to recommend and investigate a model of the outcomes of explicit various constructs on the frequency of green purchase behaviour. Environmental concern, Green advertisement, Perceived quality of green products, word of mouth, motivation to comply and social influence are operationalised by a path model hypothesising effects of these antecedents on attitude and subjective norm leading to purchase intention and finally the purchase behaviour of green products. The research employs survey based method to check a theoretically grounded set of hypothesis. A well-structured questionnaire was administered to collect responses from 501 respondents. The data was analysed using SPSS and AMOS with techniques of CFA and SEM to get the results. This study indicates that positive attitude toward green products leads to the intention of consumers to purchase them. The findings can help the marketers to formulate their policy with regard to actions which would enhance the purchase and usage behaviour of the consumers towards green products.
Introduction
There has been a growing concern on environmental issues internationally. Today's customers have commenced to recognise that their purchasing behaviour surely can cause a large effect on environment. Therefore, being socially accountable with the aid of presenting environmentally friendly products and services have to be a practice of any companies who want to sustain an aggressive benefit in the business world (Rahbar and Abdul Wahid, 2011) . Environmental troubles as so important that many governmental agencies round the world were looking to prepare essential laws and rules to protect the environment. Meanwhile, consumers are paying more attention to purchase eco-friendly products and materials. They are more and more willing to purchase environmentally friendly or so called green products even though that merchandise are often more pricey (Sua et al., 2012) .
The latest situation for the consequences of world climate exchange has sensitised the purchaser to look for the well-being of destiny generations. The required responses to the heightened environmental worries are, therefore, not sincerely limited to the environmental regulations and government tasks. Instead, organisations too want to commit to the environmental issues of their business decisions and be part of the bandwagon termed green motion. However, the motivation to adopt the concept of green motion of their businesses rests on purchasers demonstrating an excessive diploma of environmental mind-set which translates into green purchase behaviour (PB). The improved demand for green products could act as a pressure factor on enterprise corporations to turn green and start marketing green products.
An important factor for considering environmental issues in business decisions are identification and targeting of 'green consumer segments', which show evidence of some kind of environment friendly behaviour in their use and consumption-related activities. Exploring the antecedents' influential in formulation of green purchasing behaviour is, therefore, of meticulous interest to researchers to propose the market viability of green product alternatives and to categorise lucrative green segments. This paper will focus specifically on the PB of green products. In addition, the purpose of this study is to seek to broaden the understanding of what factors influence on intentions of purchasing green products by consumers further leading to actual PB.
Review of literature
The term -green marketing includes the marketing sports of an enterprise wherein all marketing undertakings are taken underneath the environmental difficulty structures (Alsmadi, 2007) . In addition, green marketing is the marketing technique where entrepreneur's intention is to discover environmental responsive customers. Displaying and positioning green merchandise in the front of the customers, is taken into account as consumer product advertising and marketing [Leigh (1988) mentioned in McDaniel and Rylander (1993) ]. The term -green product is used to describe product, which are not dangerous for the environment or merchandise which are environment pleasant. Chemical compositions of the products are also surroundings friendly and suitable to recycle (Alsmadi, 2007) .
The theory of planned behaviour (TPB) forms the theoretical framework of this research because it offers a clearly defined structure/model that allows the investigation of the influence that attitudes, personal and cultural determinants and volitional control have on consumers' intentions to buy green products.
Theory of planned behaviour
The theory of reasoned action (TRA) propounded by Ajzen and Fishbein (1977) paved the path for the TPB by Ajzen (1991) . The TPB has been used in this study for examining the purchasing behaviour towards green products. The TPB enables us with a complete framework for exploring the factors which influence the decision to engage in behaviour related to environmental issues such as recycling (Chan, 2001 ) and the same can be applied in systematically understanding different factors affecting the PB for environmentally friendly products.
According to the TRA, intention of undertaking or not undertaking the behaviour is the direct predecessor to the behaviour. The intention under discussion is often a result of actions undertaken by individual to evaluate the favourable or unfavourable performance of the behaviour. In many cases, it enunciates disposition of the attitude and the subjective norm wherein the subjective norm is basically the perception formed by the individual about undertaking or not undertaking that behaviour due to the social pressure. One prominent assumption of TRA is that behaviour under consideration is volitional in nature, i.e., person can decide whether he or she performs that behaviour or not (Ajzen, 1991) . Although true in many cases, behaviour may also depend on other factors such as availability of appropriate opportunities and resources which collectively correspond to the people's actual control over the behaviour (Liska, 1984) . The TPB is one step ahead of the TRA in the sense that it takes care of the original model's limitation to deal with incomplete volitional control (Ajzen, 1991) . TPB includes a third variable known as perceived behavioural control (PBC) which indicates the ability of a person to undertake the behaviour under consideration under the assumption that individual behaves in a rational manner considering the ramification of his or her actions (Ramayah et al., 2012) . In fact, PBC manifests the difficulty and controllability to execute specific behaviour (Ajzen, 1985) .
Figure 1 Theory of planned behaviour
Source: Ajzen (1991) Symbolically, the TPB model is presented in Figure below where it is illustrated that each of the determinants of intention, i.e., attitude to behaviour (AB), subjective norm (SN) and perceived control (PBC) is, in turn, determined by underlying belief structures.
The know-how of the intention, attitudes closer to the behaviour, subjective norms, PBC and peripheral persuasion can help to exposed the special aspects of the behaviour or apprehend better the conduct, if you want to then help the marketers in designing the marketing strategies to be capable of convincing the customers to make the purchases of the products.
In order to understand the PB of green products, various factors like green advertising (GA), environmental concern (EC) and perceived quality of green products (PQGP) will be studied intensively to find their impact on the attitude of consumers towards green products which leads to intent of purchasing them. Fishbein and Ajzen (1975) defined attitude as one's positive/negative evaluation of a specific behaviour. Hoyer and Macinnis (2001) also considered attitude to be the positive or negative evaluation of an object, action, issue, or person. Attitudes are sets of beliefs about a certain object or an act, which may translate into intention to carry out the act. Intention on the other hand is a determination to act in a certain way (Ramayah et al., 2010) . Attitudes are the favourable or unfavourable evaluation an individual forms of a specified behaviour. Attitudes impact the intentions held and the more favourable the attitude, the bigger the intention to perform the behaviour will be. In addition, attitudes are predictors of PIs and consequently PB. Moreover, attitudes are necessary, as consumers require an understanding of their attitudes and motivations in order to overcome the perceived purchase barriers they face (Smith and Paladino, 2010) .
Attitude
The attitudes of consumers to purchase green products are made up of their beliefs, knowledge and concern towards the concept of green products, which they accumulate from their lifetime. Recognising the seriousness of environmental problems possibly caused by excessive use of energy and non-renewable natural resources, copious supplies of foods and products, environmentally unfriendly production processes and environmental disasters, increasing numbers of individuals are aware of environmental issues and feel our natural resources are limited and the environment is more fragile than we once believed. Such environmental awareness instils in the public a positive attitude toward eco-friendly activities and encourages people to more frequently engage in ecological behaviours in their everyday lives (Han and Hsu, 2011) .
There are many studies in the context of Indian consumers exploring the consumer attitude and behaviour towards green practices, green buying behaviour and opportunity and challenges in green consumerism (Manaktola and Jauhari, 2007; Jain and Kaur, 2004; Kumar et al., 2010; Datta, 2011) . Many studies show that the attitude-behaviour relationship has been strengthened when attitudes towards performing specific environmentally friendly behaviour (e.g., recycling), rather than towards general environmental issues. In general, empirical studies have implied a substantial positive relationship between ecological intention and behaviour (Chan, 2001) . The bigger the positive attitudes, the more likely the intention to buy will be and therefore, the greater the likelihood that consumer will purchase green products over conventional alternatives. These studies have looked upon a range of issues in green consumerism and environmental aspect of marketing providing some good knowledge about Indian consumers but there is a gap in the literature when it boils down to finding a predictive relationship between different aspects during the process of adoption and purchasing of green products right from the formation of attitude to PI finally leading to PB in a complete cycle.
Environmental concern
Fundamental to environmental research is an individual's concern for the environment. Based on the pioneering research of Dunlap et al. (2000) EC is defined as a global attitude with indirect effects on behaviour through behavioural intention. Some other researchers mentioned that EC is a strong attitude towards preserving the environment (Kaufmann et al., 2012) . Grunert and Juhl (1995) define an environmentally concerned consumer as one "who knows that the production, distribution, use and disposal of products lead to external costs and who evaluates such external costs negatively, trying to minimise them by her/his own behaviour". EC is often cited as a strong motivator for purchase. Huang (1996) recommends that the increased consumption of organic produce is related to an increased concern for environmental issues within society. This is supported by Tregear who found that purchasers of green products were more likely to engage in environmentally friendly activities like recycling in order to demonstrate their EC (Smith and Paladino, 2010) . In general, evidence from different sectors shows that people's purchasing behaviour and attitude towards it is influenced by ECs (Mayer et al., 2012) .
Heightened EC has been reflected in increased intention to purchase green products. More specifically it has been suggested that consumers with a higher level of EC will be more likely to engage in green consumer behaviour (Antil, 1984; Roberts, 1991; Sheltzer, 1991; Shabecoff, 1993) . These claims have been supported by a number of surveys carried out recently which reported a dramatic increase in the number of consumers expressing ECs and claiming to have purchased green products.
Among psychographic measures, EC was one of the first variables to have been consistently reported as impacting on some forms of attitude towards green PB (Ellen et al., 1991) and its role was further confirmed in several studies (Ellen, 1994; Kim and Choi, 2005; Mostafa, 2007b; Roberts and Bacon, 1997; Straughan and Roberts, 1999) , albeit with different degrees of intensity, depending on other variables included in the explaining models.
H1 EC has a positive effect on consumer's attitudes towards green products.
Green advertising
According to many researches being done in the past green advertising has emerged out to be an important factor affecting the attitude of consumers towards PI of green products. "Green advertising is an advertising that claims the advertised products or services are environmental friendly or that their production process conserves resources and energy" (Chang, 2011) . GA can be varied in addressing issues from the "environmental issues, environmental friendliness of the products, corporate image campaigns and emphasis on the environmental credential of large companies, to public campaigns promoting environmental responsible behaviours" (Hartmann and ApaolazaIbanez, 2009 ). Advertising of the green products as safe for the environment influences the consumer's attitude to purchase the products, for instance, "more than half of the Americans say that they have purchased a product because the advertising or label indicated that it was environmental safe or biodegradable (Ginsberg and Bloom, 2004) . Advertising cannot influence the consumer's attitude without highlighting the attribute of the green product.
However, another survey made on Malaysian consumers demonstrated that there is no relationship between environmental advertisements and PI of green products (Rahbar and Abdul Wahid, 2011) . Indeed consumers pay attention to green advertisement and that permit them to obtain more information about eco-friendly products but it does not lead to purchase behaviour. However this survey only considered 250 Penang's consumers (Malaysia) so findings are not really generalised to consumers from industrialised countries.
'Green advertising' must meet one or more of the following criteria:
• explicitly or implicitly addresses the relationship between a product or service and the biophysical environment
• promotes a green lifestyle with or without highlighting a product or service
• presents a corporate image of environmental responsibility (Gomon, 2005) .
Audience behaviour towards the advertising can be indicated through consumers' favourable or unfavourable response towards a particular advertisement. According to Mehta, consumers' attitude towards advertising is one of the influential indicators of advertising effectiveness because consumer's cognitive ability towards the advertising are reflected in their thoughts and feelings and subsequently will influence their attitude towards advertising (Ling et al., 2010) .
H2 GA has a positive effect on consumer's attitudes towards green products.
Perceived quality of green products
Product attributes such as convenience, availability and quality play an important role in the consumers' purchasing decision process (Gan et al., 2008) . A consumer's choice for or against organic products can be framed as a social dilemma, in which he or she must weigh individual motives, such as quality considerations. The perceived level of quality, which is an overall evaluative judgment of a product's items and a key dimension in product choice and attitude towards PI of that product (Van Doorn and Verhoef, 2011) . The product quality can be a good starting point for providing customer satisfaction and producing customer loyalty. Ettlie and Johnson (1994) explained that product quality as the result of performance, which, in turn can be labelled as the degree of customisation and freedom from defects or how reliably the product met customer requirements. The product quality dimension included product packaging, product design, product features, warranties, etc. Many companies can not only embody green or environmental concept in the feature, design and package of their product to increase product differentiation, but they should also satisfy the environmental requirements of customers and further create customer loyalty as well as a competitive advantage (Chang and Fong, 2010) . H3 Quality has a positive effect on consumer's attitudes towards green products.
PI and attitude
Intention is the likelihood that a person will engage in a specific behaviour. Intention is the best predictor of behaviour and hence, to change a specific behaviour, one must first change the intention to perform that behaviour. Ng and Paladino (2009) described behavioural intentions as a measure of a person's relative strength of cause to execute certain conduct. Rashid (2009) described green PI as the opportunity and willingness of a person to provide desire to green product over traditional products in their purchasing concerns. Whereas, Ramayah et al. (2010) stated that green PI is dedication to behave in a positive manner.
Attitude has been described as an intellectual and neural state of readiness. This kingdom of thoughts essentially impacts the response of the target market in the direction of all objects and conditions with which the target audience is faced. One extension of this phenomenon has been aptly undertaken by means of Schultz and Zelezny (2000) , who define it with the aid of contemplating the mindset closer to ECs. They describe it as the deep rooted concept in a person's self with a belief of the diploma of bonding between self and the surroundings. Irland (1993) mentions that a purchaser's purchasing intentions are dependent upon his or her environmental attitudes. A beneficial mindset towards a product which is environmental friendly ads to sustainable consumption behaviour as talked about in numerous research (Chan, 2001; Tanner and Kast, 2003; Vermeir and Verbeke, 2004) . The mind-set acts as a vital antecedent to the behavioural intention that is defined as the degree of favourable or unfavourable evaluation of the behaviour underneath a study (Ajzen, 1991) . Cheng et al. (2006) concluded that a person willing to show a specific behaviour may additionally adopt the cost benefit analysis due to the movement undertaken and favourable mindset is connected with advantageous evaluation of the action (Ajzen, 1991; Cheng et al., 2006) . Ajzen (1991) emphasised that positive mindset toward a particular behaviour strengthens the intention to carry out that behaviour. Under this discussion, it is far hypothesised that:
H4 An attitude towards green products has positive relationship with the PI for the products. Fishbein and Ajzen (1975) declared that subjective norm is the perceived social pressure that encourages one to engage in a specific behaviour. Subjective norm is a prevalent behavioural standard followed by a social group (Coleman, 1990) . That is, subjective norm is the measure of pressure exerted by the social group which the individual takes into account before making a behavioural decision (Venkatesh and Davis, 2000) . Fishbein and Ajzen (1975) proposed that pressure and the social group are the constructs of subjective norm. Ajzen (1991) further pointed out that social influence (SI) and motivation to comply (MTC) are the functions of subjective social norm. When predicting the behaviour of an individual, the specific behaviour will be related to the reference group. SI which the information provided by people can have a big impact on consumers. To further explain SI definition, Kalafatis et al. (1999) explained social norm is whether an action should or should not be performed by a respondent in a referent's point of view. For instances, the referents could be friends, neighbours not for profit or for profit organisations, teachers, parents and etc.
Subjective norm and PI
Ajzen's TPB explains the factor of Subjective norms which are associated with social pressures to perform or not to perform a specific behaviour (Han et al., 2010) . Han et al. (2010) also highlight the issue of referents where a consumer would act thinking whether their referent would approve or disapprove certain behaviour. SIs have said to promote many recycling activities in young consumers specially (Pickett-Baker and Ozaki, 2008) . Young consumers are strongly affected by the coercive power of the group they belong to and are open to change more easily (Pickett-Baker and Ozaki, 2008) .
Another factor affecting the subjective norm of consumers towards green marketing is word of mouth (WOM). The WOM is 'the informal transmission of ideas, comments, opinions and information between two people, neither one of which is a marketer'. Two subjects are involved in WOM one who "gains information about behaviours and choices": the receiver and the second who "increases his/her confidence in the personal product or behaviour choice by persuading others to do the same" (Blackwell et al., 2006) . Green products are not exception of the WOM promotion to target consumers and influence their attitudes for the purchases of the green products.
Subjective norm has been extensively analysed in the studies on environmentally responsible behaviour (Biel and Thøgersen, 2007) . Various studies such as the study on sustainable food by Vermeir and Verbeke (2006) , study on organic food by Chen (2007) and Gotschi et al. (2007) indicate a relationship between subjective norm and a consumer's intention to engage in that behaviour which is both significant and positive. Some other studies undertaken by scholars such as Sidique et al. (2010) and Pearson et al. (2008) conclude that exhibition of behaviour resulting in betterment of environment such as recycling was directly affected by the extent of the social pressure or social norm and the directionality of such relationship was positive in nature. Based on these discussions, it is hypothesised that:
H5 Subjective norm has a positive effect on PI of green products.
Subjective norm and attitude
The TPB has been applied in many studies involving organic food buying behaviour (Sparks and Shepherd, 1992) and in examining the intentions to purchase green products (Kalafatis et al., 1999) . However, in the previous studies on green products buying behaviour, the role of subjective norms which refers to the perceived social pressure to perform or not to perform the behaviour (Ajzen, 1991) has repeatedly been neglected. For instance, Magnusson (2001) did not consider them for their model on green buying behaviour at all. Sparks and Shepherd (1992) included subjective norms in their study but its explanatory power was relatively weak, even though it was significant. Chang (1998) and Shepherd and O'Keefe (1984) have found evidence that there is a significant causal path from subjective norm to attitude which were neglected in prior studies. Chang (1998) has noted the relationship between subjective norm and attitude and suggests that if this relationship exists, then the effect of the significant other on attitude formation cannot be ignored. Chang (1998) investigated the correlations between subjective norms and attitudes towards behaviour more thoroughly and tested the causal link from norms to attitudes. In his study, the relationship between them was found to be significant. He suggested that the link could be explained with social environment's influence on an individual's attitude formation. On basis of this study we make the hypothesis that: H6 Subjective norm positively affects the attitude towards green products.
Green purchase behaviour and PI
Behaviour can be determined from the intention with big accuracy (Ajzen, 1991) . Many studies have showed the connection between intention and real behaviour (Fishbein and Ajzen, 1980; Sheppard et al., 1988) . Historically, Intention has been assumed to be robust predictor of behaviour but in a few instances it can no longer act in constant manner. In a study on the behaviour bearing on the usage of information technology, Venkatesh et al. (2003) suggested a small to medium impact size of intention to use information technology on the actual behaviour. This may be attributed to as intention -behaviour gap and the equal has been showed in study by Grunert and Juhl (1995) also who concluded that intention may not always cause the favourable behaviour. However, numerous researchers consisting of Sheppard et al. (1988) mentioned an excessive degree of correlation between intention and behaviour. Researchers analysing the buying behaviour for natural food have determined significantly positive relationship between PI and purchase behaviour (Saba and Messina, 2003; Thøgersen and Zhou, 2012) . In view of the discussion, it is hypothesised that: H7 PI is positively related to the purchase behaviour for green products.
The present study attempts to fill the research gap by incorporating the TPB (Ajzen, 1991) to understand the behaviour of the consumers towards purchasing of green products in the context of Indian consumers using structural equation modelling (SEM). The study looks at the relationship of PI with variables like attitude which is construct dependent on factors namely, EC, green attitude and perceived quality of the products finally leading to purchase behaviour.
Hence, the main contribution of this study is to find out the relationship between attitude towards green products and PI by incorporating other determinants also which affect the PI and eventually purchase behaviour in a complete framework in the context of Indian consumers.
Conceptual framework
With reference to the foregoing literature review, a conceptual model is proposed in Figure 2 to explain Indian consumers' green purchase behaviour. 
Research objectives
SEM is a family of statistical methods which encompasses confirmatory factor analysis (CFA), correlated uniqueness models, latent growth models, multiple indicators and multiple causes' models and item-response theory models. It is used to test a theoretical model in which inter correlations and hypotheses that a relationship between observed variables and their underlying latent constructs exists are tested. CFA is a powerful statistical technique which is used to measure the consistency of a construct. In this study, CFA is used to check whether the hypothesised measurement model can be fitted to the data or not. The objectives of the research are:
1 to examine the determinants of consumer attitude towards green products 2 to investigate the relationship between subjective norms and attitude towards green products 3 to ascertain the relationship between consumer attitude, subjective norm and PI leading to purchase behaviour of the green products.
Research methodology
Data were collected from the respondents from New Delhi with varied age groups and different annual incomes. A self administered questionnaire was given to respondents to collect the data. All items were borrowed from the existing literature of different countries with a slight modification to fit the specific context of green purchasing behaviour in India. The questionnaire contained nine-point Likert scale items for which the respondents were required to provide their responses with values ranging from 'strongly disagree: 1' to 'strongly agree: 9'. The respondents were also required to provide the information related to their demographic profiles for the purpose of classification. The final version of the questionnaire was an adapted version of the scale mentioned in marketing scales handbook: A Compilation of Multi-Item Measures for Consumer Behaviour and Advertising Research, (Kilbourne and Pickett, 2008; Straughan and Roberts, 1999; Baker and Churchill, 1977; Lee, 2008) . Some modifications in terms of content as well as the number of questions were done to adapt the same for consumer markets in Indian context. This paper works towards the assessment of factors that lead to attitude and subjective Norms towards PI of green products while analysing the relationship between attitude and subjective norms which ultimately leads to green purchase behaviour.
A pilot study was done on the 37-items measurement instrument to examine the initial reliability of the instrument. Sample size for this test was kept very small (70) as this was an initial test. The modified self-administrated questionnaires consisting of 37 statements for eight sub-scales was formulated that measured GA, EC, PQGP, WOM, MTC, SI, PI and green purchase behaviour were distributed in the printed form as well as online to the respondents.
A total of 501 pieces of usable questionnaire out of total sample size of 570 was collected on which Cronbach's alpha test was used to test the reliability of the data that came out to be 0.904 (Table 1) . 
Analysis of the data
The questionnaire was personally administered and monitored while collecting the data so that no field is left unanswered. Due precautions were taken while designing the same to have specific scale with options. This eliminated the discrepancies arising out of missing frequencies and outliers from the data. This further helped in getting rid of any coding errors in the data. Most commonly used computerised statistical tools, SPSS version 20.0 and AMOS, were used for the analysis of data while the hypothesis was tested using CFA and descriptive analysis (DA). The analysis was performed at 95% confidence level which is generally accepted level of confidence in social sciences research. The data thus collected was transformed into tabular form that is the most suitable form to present the data analysis and the same was entered in SPSS 20.0 for analysis.
Profile of respondents
Out of 501 questionnaires collected 51% were males (256) and 49% were females (245) with 21.4% of the respondents in the age bracket of 18-25 years (107), 28.9% in 26-35 years, 25.3% in 36-45 years and 24.4% in above 46 years. 54.3% (272) of the respondents were married and 45.7% (229) of the total respondents were unmarried. 29% of the respondents were service class and almost equal percentages of respondents were students (25.5%) and were in business (21.4%). Majority of the respondents belonged to the income group of less than 2.5 lakhs (35.1%) with the least number of respondents in the income bracket of above 8 lakhs (20.6%). 35.5% of the respondents purchase eco-friendly products once a week or more often and a comparable 36.5% of the respondents purchase online eco-friendly products at least once a month, whereas 27.9% of the respondents purchase eco-friendly products less than once a month.
Confirmatory factor analysis
On the basis of theory or literature review, CFA is used to examine the hypothesised relationships between constructs and attitude as well as subjective norm which are the latent variables further leading to PI and green purchase behaviour. As per the nature of the latent variables or constructs, key model constructs are shown in the Table 2 . Table 2 Constructs Environmental concern (EC)
I am worried about the worsening of the quality of India's environment.
I would be willing to reduce my consumption to help protect the environment.
To maintain a healthy economy, we will have to develop a steady-state economy where industrial growth is controlled.
Humans need to adapt to the natural environment because they cannot remake it to suit their needs.
Major social changes are necessary to protect the natural environment.
India's environment is my major concern.
I often think about how the environmental quality in India can be improved.
The brands of green products stand for its promises.
In general, statements shown in advertisements about green product are believable.
Over time, experiences with the green brand have made me think the brand meets its promises, without exceeding my expectations but without falling below them.
I can trust in the green brand's name of its advertising.
Perceived quality of green products (PQGP)
The green products meet or exceed the requirements of environmental regulations.
The green products consume the least amount of resources and energy.
The green products are easy to recycle, disassemble, decompose, and reuse.
The quality of the green products is superior.
Word of mouth (WOM)
You would highly recommend any product to others because of its environmental image
You would say positive things about a product to others because of its environmental functionality.
You would encourage others to purchase any product because it is environmental friendly/green You would introduce any product to others because of its environmental performance.
Motivation to comply (MTC)
When it comes to purchasing green products, I want to do what my family wants me to do.
My family's approval of my purchasing green products is important to me.
Most people who are important to me think that I should purchase green products in the next 12 months
The people in my life whose opinions I value would Strongly approve of my purchasing green products in the next 12 months Source: Author People who are important to me and influence my behaviour would encourage me to buy green products.
My family thinks that I should purchase green products.
My friends think that I should purchase green products.
I have read/seen news reports which say that purchasing green products contributes to a good environment.
Mass media reports have influenced me to try green products.
Green purchase intention (PI)
I would like to use green products.
I would buy green products if I happen to see them in a store.
I would actively seek out green products in a store in order to purchase it.
I would patronise and recommend the use of green products.
If I understand the potential damage to the environment that some products can cause, I do not intend to purchase those products.
Green purchase behaviour (PB) I prefer green products over non-green products when their product qualities are similar.
I buy green products even if they are more expensive than the non-green ones.
I try to discover the environmental effects of products prior to purchase.
I do not buy a product if the company which sells it is environmentally irresponsible.
Source: Author
The present study used AMOS statistical software to conduct CFA to test the efficiency of the 8 constructs. According to Holtzman and Leich (2014) , when running CFA, there are various fit statistics which help to examine the model fitness for the data as shown in Table 3 . The ratio of goodness of fit to degrees of freedom should be no more than 3 (Carmines and MacIver, 1981) and the value of RMSEA should be less than 0.08, with the GFI, IFI, NFI, CFI exceeding 0.9 (Bagozzi and Yi, 1988) . Furthermore, RMR which stands for root mean residual is associated to the residual in the attitude model. The range of RMR value is zero to one where a smaller RMR shows better model fit. Table 3 shows that model is fitted to the data as GFI, CFI, NFI and IFI are greater or equal to 0.90 which is considered acceptable. Moreover, value of RMSEA is equal or less than 0.08 and value of CMIN/DF should be less than 3 which are considered acceptable. The model for first order CFA is shown in Figure 3 .
Validity assessment
• Convergent validity assessment: (CR > 0.7; AVE < CR; 0.5 < AVE)
• Validity of discriminant: (AVE > MSV, ASV < AVE)
As per Table 4 , CR is more than 0.7 and AVE is more than 0.5 for all the five factors. Also, the Table 4 shows that CR is higher than AVE for all factors. So, we can conclude that the factors in the measurement model have sufficient convergent validity. As per the measurement model, MSV is less than AVE for all the factors. Also, ASV is less than AVE for all the factors. Hence, we can confirm discriminant validity of the measurement model. Table 4 shows that there is convergent and discriminant validity in the factors of the measurement model as the value of all constructs are acceptable. After conducting CFA it was found that model fitted successfully in Indian scenario.
Structural model analysis
The present study conducted a linear analysis of the structural relation model using AMOS statistical software to understand causality and correlation among the variables. According to Holtzman and Leich (2014) , SEM is used to examine how well the assessment predicts these measures. Also, the same fit statistics, which we discussed for the CFA should be considered when running SEM (Figure 4) .
The results show that the value of χ2/df is 1.570, the value of RMR is 0.203, the value of GFI is 0.905, the value of AGFI is 0.892, the value of NFI is 0.914, the value of RFI is 0.908, the value of CFI is 0.967 and the value of RMSEA is 0.034. The fit of the model is therefore acceptable. In addition, the analysis showed that all the hypotheses were supported. The complete results are presented in Figure 4 . 
Hypothesis testing and inductive analysis
The empirical results in Table 5 show that: 1 EC is significantly positively related to attitude 2 GA is significantly positively related to attitude 3 PQGP and attitude are significantly positively related 4 attitude is significantly positively related to PI of green products 5 PIs are significantly positively related to actual purchase behaviour.
H4 and H7 were supported at the 1% significance level, these suggest that intentions of green purchasing do influence green purchasing behaviour and attitudes do influence purchases intentions. These findings are also consistent with other research conducted (Smith and Paladino, 2010) . The results obtained for the some antecedents will now be investigated. The first variable examined was EC, which is concerned with H1. H1, which specifies the relationship between EC and attitude, was supported at the 1% level. This is consistent with past research that has found the consumers purchase green products for EC (Smith and Paladino, 2010) . The impact of quality on attitude (H2) was supported at 1% level and consistent with past research (Chang and Fong, 2010) . H3 was supported at the 1% significant level. This hypothesis suggests that GA has a positive effect on consumer's attitudes. Also, subjective norms positively influence the PIs as H5 was supported at 1% significance level. Our analysis also indicates a positive relation between subjective norms and attitude towards green products as H6 is supported at 1% significance level. Although the effect of subjective norm is comparatively less than attitude on PI of the green products, but it cannot be undermined as the result is significant.
Conclusions
The TPB proved its applicability in explaining social behaviour aimed at green products purchases. The TPB model was tested on a large representative sample of consumers from New Delhi and NCR region in India and its predictive ability corresponds with other examples. The best predictors of the intention to purchase green products are attitudes towards the behaviour. This study shows that the intention of consumers to purchase green products is determined by having a positive attitude toward green products. This finding is also consistent with the results obtained on similar relationship in the study by Chan and Lau (2002) and Ramayah et al. (2012) . The present study also has examined the influence of various personal and marketing factors on the attitude toward green products of consumers from Delhi. The results from the structural-equation modelling show the EC has the highest influence on attitude towards green products among three personal variables including EC, GA and PQGP. The study also explored the relationship between subjective norm and attitude towards green products. The subjective norm which is referred to as perceived social demand to execute a particular behaviour was found to be significant and comparatively low in terms of its estimated value in this study. Many researchers such as Trafimow and Finlay (1996) and Cialdini and Trost (1998) have also discussed the relatively weaker impact of subjective norm in TPB. These scholars mentioned that the subjective norm was more relevant to the individuals who could access the collective self in a prominent manner. The results of this research have implications for the marketing of these products to consumers and for researchers. Marketers of green products should link these products with concern for environmental issues within society to promote these products.
Managerial implications
The findings of this study have provided valued knowledge on the prerequisite of the PI which finally leads to purchase behaviour for green products in Indian context. These findings can help the marketers to formulate their policy with regard to actions which would enhance the purchase and usage behaviour of the consumers towards green products. It is important for the policy makers working towards improvement of environment to understand the behavioural aspects of the consumption so that they could make people change and believe in certain aspect of their action leading to betterment of the environment and ecology. Marketers need to keep in mind that EC, GA and quality of the green products have significant and positive impact on the attitude towards green products.
The current study would help them in understanding an important element of the marketing strategy which is the behaviour of consumers. The findings such as significant impact of subjective norm on PI could be a new thing for a collectivistic culture like India; hence marketers may have to collaborate the traditional way of managing marketing activities targeted on collectivistic nature of Indian culture. As there is an important relationship between attitude and subjective norm, the mediating role of attitude can be studied in between subjective norm and PI of the green products.
It provides them with the opportunity to design their communication content in line with requirements to enhance the knowledge level of target audience. There is always a concern towards authenticity of the claims made by marketers for the green products. The apprehension is more enhanced in the absence of appropriate communication that tells about the genuineness of the claim. A right set of knowledge spread through genuine advertisement is expected to have positive impact on the attitude of the consumers as per the findings of this study.
Limitations and directions for future research
The empirical outcomes acquired in this study are consistent with the theoretical history and also with the general belief on the subject matter. Despite this, the present study has few limitations. The study was undertaken in a single Indian city, i.e., in a specific geography subsequently the study might not have blanketed all of the relevant ecological diversities at a more aggregate degree. This unpredictability may rely upon many elements inclusive of price, availability, degree of involvement, etc. (Vermeir and Verbeke, 2004) . These aspects can be investigated in future studies.
The present study has been conducted via considering only one construct of the TPB which is attitude and its antecedents. Future research wants to investigate the position of different important constructs which can be subjective norms and PBC. They may additionally involve many important elements such as SI, WOM, MTC, perceived consumer effectiveness and control on availability of green products which might act as moderator or mediator with the various constructs of the model. Since environmental issue is a vital coverage trouble on worldwide degree, it is prudent to look at the position of environmental rules as a moderator to the PB in the model. Also, group moderation can also be studied keeping as various demographic factors as moderators.
